Investigations on Consumer Purchase Intention, Procedure and Attitude towards the Colour Television by Khan, Irfan Mohd.
INVESTIGATIOIVIS ON CONSUMER PURCHASE 
INTENTION, PROCEDURE AND ATTITUDE TOWARDS 
THE COLOUR TELEVISION 
" l ^ F i ^ MOHD. KHAN 
DISSERTATION 
Submi t ted in part ia l fu l f i lment of the requirements 
fo r the a\A/ard of the degree of 
MASTER OF BUSINESS ADMINISTRATION 
Under the Supervision of 
Mr. KALEEM MOHD. KHAN 
DEPARTMENT OF BUSINESS ADMINISTRATION 
ALIGARH MUSLIM UNIVERSITY 
ALIGARH (INDIA) 
1 9 8 4 
Dsno li- ^ 
i:^ -y ' ^ I . I 
DS704 
Alfgarh Muslim Unfversftq 
Deptt. of Business Adm. 
K s e L l e e m IVIoHd. Kiksbrn 
LECTURER 
i^^U^ 17 -9 -1984 
T h i s I s t o c e r t i f y t h a t Mr. I r f a n Mohd. 
Khan of M.B.A, ( F i n a l ) has c o m p l e t e d h i s 
d i s s e r t a t i o n e n t i t l e d "INVESTIGATIONS ON 
CONSUMER PURCHASE lOTENTION, i^ ROCEDURE 
AMD ATTITUDE TOWARDS COLOUR TELEVISION"^ 
uncpx my s u p e r v i s i o n . 
To t h e b e s t of my knowledge and b e l i e f 
t h e work i s b a t e d on t h e i n v e s t i g a t i o n s 
made, d a t a c o l l e c t e d end a n a l y s e d by him 
and i t h a s n o t b e e n s u b m i t t e d i n any o t h e r 
U n i v e r s i t y o r I n s t i t u t i o n . I am f u l l y 
s a t i s f i e d w i t h h i s work . 
\¥^'' <h-e> ( K M E E M MOHD. KHAN ) 
SUPERVISOR 
This d i s s e r t a t i o n owes to ray parents whatever 
c l a r i t y of thought and uni ty of form i t h a s . 
I t i s dedicated to them i n the hope t h a t the 
work and care which they lavished on me w i l l 
not appear t o them to have been e n t i r e l y in v a i n . 
A T A G L A N C E 
Aclcnowledgement 
CHAPTER ONE i INTRODUCTION 
1. Television Indus t ry and i t s development 
in India 
2 . Present State of Competition in 
t e l ev i s ion indus t ry 
3 . M a r k e t i n g c o n c e p t and i t s i m p o r t a n c e 
i n s e l l i n g c o l o u r t e l e v i s i o n 
Page 
1-19 
12 
17 
CHAPTER TWO: ABOUT IHE PROJECT 
1. Purpose of Study 
2, Objectives of t he study 
3 . Hypothesis Formulation 
4 , S t u d y D e s i g n 
20-30 
21 
24 
25 
26 
CHAPTER THREE: ANALYSIS OF DATA 
1, General Preference & Uses 
2 , Purchase Procedure 
3 , P o s t P u r c h a s e E x p e r i e n c e 
31-5S 
33 
5© Ci 
CHAPTER FOUR: PRESENTATION OP RESEARCH. 
FINDIHGS 
1. Pinal Resul ts and Findings (drawn from 
the data) 
2. Conclusion and Marketing Implicat ions 
(Stemming £com the f ina l r e s u l t s and findings) 
Appendices . . 
References 
* * * * * 
5V7X 
59 
6i* 
ACKNO WLEDGEMEN T 
F i r s t and foremost i would l i k e t o acknowledge 
with profound g r a t i t u d e the able guidance rendered to me 
a t every step by Mr, Kaleem Mohd. Khan. My d i s s e r t a t i o n 
owes t t s eve ry success to the wise coxinsel. Indispensable 
help and un t i r ing e f f o r t s of my eminent l e c t u r e r . His 
command over the sub jec t of Marketing Management coupled 
with an amiable nature g r ea t l y s impl i f ied my d i s s e r t a t i o n 
work. 
I am g r a t e f u l t o Dr. Najmul Hasan, Pjrof. and 
Chairman, Department of Business Administration for h i s 
incessan t enquiry about the progress and completion of 
my d i s s e r t a t i o n work. I have bene f i t t ed a l o t fron. h i s 
v a s t knowledge and wide exper ience. 
In addi t ion to what I myself have done, I am 
indebted to Humra Kidwai, Asad Husain and Pahmi Rizwan 
who helped n.e in obtaining supporting b ib l iograph ica l 
ma te r i a l from books and magazines t o be found in l i b r a r i e s 
and Seminars. 
Bery uncorteous i t would be i f I do not thank my 
classmates for they have a lso played t h e i r ro le being a 
p a r t of the t o t a l environment. \ L \ „ \ 
(IRPAN MOHD. KHAN) 
CHAPTER ONE 
I N T R O D U C T I O N 
1. Television industry and ±ta development 
in India, 
2. Present State of competition in t e l ev i -
sion industry. 
3. Marketing concept and i t s importance in 
sel l ing colour te levis ion. 
TV Indust ry and i t s development In India t 
Change i s coming a t a breakneck speed t o 
Ooordarshan« the count ry ' s n a t i o n a l t e l e v i s i o n network. 
In a few months time, a s the network iimbers £or i t s 
25th anniversary , broadcasts w i l l aitnost c e r t a i n l y a t a r t 
over a second channel i n New Delh i . At around the same 
time Doordarshan w i l l a l so complete i t s ambitious crash 
expansion scheme which wi l l br ing near ly 70 per cent of 
the populat ion - a p o t e n t i a l audience of near ly 500 
mi l l ion people - within i t s reach . 
Ttxe sudden bu r s t of v igour in Doodarshan has 
boosted the fortiraes of the e n t i r e t e l ev i s ion indus t ry 
and anyone even remotely concerned with i t . Suddently 
t e l ev i s ion has become the growth indus t ry of the f u t u r e . 
Adver t isers are f locking t o Doordarshan in droves f ight ing 
for prime t ime. In the l a s t twelve months the min i s t ry 
of i n d u s t r i e s has granted near ly 400 l icences t o would be 
t e l ev i s ion manufacturers . Besides them there are count less 
o the r who have moved i n to new l i n e s hawking hardware, 
ac t ing as agents s e l l i ng foreign programmes to Doordarshan, 
and hopeful young d i r e c t o r s wai t ing , s c r i p t s in hand, for 
the boom U^ demand for programmes t h a t i s soon expected. 
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Even a hard headed businessman l i k e Dhirubhai Ambani of 
Reliance Tex t i l e s has put h i s f inger in the p i e , and 
repor ted ly plans t o s e t up a s tud io in BOBtoay. 
Television was introduced in India on an expe r i -
mental bas i s a t Delhi in 1959 u t i l i s i n g low power t rans~ 
m i t t e r . The programmes were meant for schools and r u r a l 
a r e a s . Regular TV transmission on General Service s t a r t e d 
frcHn Delhi in the year 1965. 
The importance of t h i s powerful audio v i s u a l 
medium, though r e l a t i v e l y e^^ensive, could no longer be 
ignored and i t was decided by the Government to extend 
TV coverage to o the r areas in the country in Fourth Five 
Year Plan, 
Ihe progress made since 1974 has given Xndia 
a reasonable s t a t u s in the Televis ion f i e l d . Three Base 
Production Centres were e s t ab l i shed in the year 1974 a t 
Hyderabad, Cuttack and Delhi to produce the programmes 
for i n s t r u c t i o n a l TV for t ransmiss ion by ATS-6 s a t e l l i t e 
to 2400 v i l l a g e s in s ix s t a t e s of the country tinder the 
S a t e l l i t e I n s t r u c t i o n a l TV Eaqperiment (SITE) . Three more 
Programme Production Centres were commissioned a t Calcut ta , 
Madras and Lucknow in 1975. Televis ion was de- l inked from 
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Al l India Radio on 1 s t August 1976 and organised i n t o a 
sepazmte department of Ooordarshan under the Minis try of 
Information and Broadcasting to f a c i l i t a t e f u l l e r 
development of the medium with i t s d i s t i n c t c h a r a c t e r i s t i c s . 
The production of monochjrone TV rece ive r s s t a r t e d 
i n India in 1970, when two firms in the organised sec tor 
were given the l i cense to manufacture 10,000 B&w TV s e t s 
each per annum and two small scale u n i t s were approved for 
the manufacture of 5000 kM. B&w TV s e t s . The a c t u a l produc-
t i on of monochrome TV rece ivers in 1970 was 14,400 s e t s . 
I t s t ead i ly grew and reached a l eve l of 1,43,500 s e t s 
by 1976 s t i l l r i s i n g fur ther a s i s evidenced by the 
production of 4,35,000 se t s in 1981. The Figure I shows 
the production figxires of monochrome TV rece ive r s in Ind i a . 
FIGURE - I 
Production Figxjres of roonochrotr» TV 
rece ive r s i n India 
SI .No . Year 
•tsessBsSBXsatavass&ssSBSBssa 
1 . 1970 
2 . 1972 
3 . 1974 
4 . 1976 
5 . 1978 
6 . 1980 
Qty. in thousands 
14,400 
30,600 
75,700 
1,43,500 
2 ,70,000 
3 ,70 ,000 
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There had been p e r s i s t e n t demands for 
extending TV coverage t o areas where there was l i t t l e 
or no service a t a l l . Asian Games and i t s proposed 
coverage gave a fresh impetus to these demands. Twenty 
Low Power Transmit ters were commissioned in November 
1982. Ohe r e l ay of Asian Games from these cen t res was 
very e n t h u s i a s t i c a l l y welcomed by the people. This 
s ing le event proved to be a major landmark in the deve-
lopment of Television as i t c r ea t ed a demand for furt i ier 
rapid expansion of TV. 
OJie decis ion to introduce colour t e l e c a s t i n 
India was annoxmced by the Indian Govt, in A p r i l , 1982. 
The major decis ion influencing t h i s decisicxi was the 
f a c t t h a t for covering IX Asian Games, four colour 
compatible O.B. Vans were a l ready procured and the colo\ir 
TV s ignals which would thus be ava i l ab le could e a s i l y 
be t e l e v a s t in India a l s o , a f t e r modifying the ex i s t i ng 
TV t r ansmi t t e r s a t marginal c o s t s . Transmit ters a t 8 TV 
cen t r e s are being made colour compatible. The Figure i l 
shows the populat ion coverage of the ex i s t ing TV 
cen t res being converted to co lour . 
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FIGURE - II 
POPULATION COVERAGE 
S1.HO. TV c e n t r e s ^ ^ ^ ^ ^ i - g ^ - ^ J , „ ^ , 
s s e s s s s s s B S S a s B a = : s s s s s s s s = a s = = : s s s s s s s s 8 s s s B = s s s : = s s B s s s 8 8 8 
1• Bombay 6 ,5 
2 . C a l c u t t a 7 ,3 
3 . Delh i 6 .75 
4 . Madras 3 .6 
5 . Bangalore 1.49 
6 . JXillunder 1.3 
7 . Ptine 1.4 
8 . Mussoorie 1.9 
To ta l 30.15 
B S S B S B S S B S B S S S S S S S s B S S B B S s B B S B S S S B B B B S B B S a S S S S S B S S B S S S a s S 
A l l t h e s e c e n t r e s a r e connec ted by microwave l i n k s 
which can c a r r y t h e co lou r TV s i g n a l s . Mussoorie and pxine 
a r e r e l a y s t a t i o n s l i n k e d wi th De lh i and Bombay r e s p e c -
t i v e l y . 
Doorda r shan ' s expansion would never have a t t r a c t e d 
such an ou tpour ing of i n t e r e s t i f i t ^ s on ly aim was t o 
s o i ^ t h e r t h e coun t ry with the same o l d boringprogrammes. 
I n the p a s t t h e b i g g e s t b rake on growUi has been t h e 
d u l l n e s s o£ t h e progranmes. 
2 .0 
8 . 7 
2.55 
2.50 
2 . 0 
4 . 2 
2 . 6 
9 . 3 
33.85 
8 . 5 
16.0 
9 . 3 
6 . 1 
3 . 4 
5 . 5 
4 . 0 
11.2 
64 .0 
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In the l a s t one year, Doordarshan has been t rying 
to improve i t s offer ings by encouraging companies to come 
forward and sponsor programmes. Already imported prograimies 
l i k e Dif f' r e n t Strokes sponsored a t a heavy c o s t by Carapa-
Cola, and Spo t l igh t sponsored by r i v a l so f t dr inks manu-
fac tu re r Pa r l e , are drawing audiences and elbowing out the 
dreary t a lk shows and amateurish dramas t h a t once dominated 
Doordarshan• 
The wi l l ingness t o accept the no-holds bar red 
e n t e r t a i n e r s i s the roost v i s i b l e ind ica t ion of the new 
winds t h a t are blowing through the cor r idors of power where 
the fate of Doordarshan i s determined. Of f i c ia l s now s t r e s s 
t h a t the t e l e v i s i o n has t o e n t e r t a i n as well a s edusate , 
and concede t h a t the indtastry might have grown much more 
swi f t ly had JtA programmes been l e s s bor ing . 
The new importance given to t e l ev i s ion became evident 
in Ju ly 1983, when the bureaucra ts went i n to a huddle and 
came up with a Special Expansion Plan costing Rs*68 crores 
t h a t was designed to expand the network's area of coverage 
a s cheaply as p o s s i b l e . 
9ot a s t a r t , ins tead of using high power t r ansmi t t e r s 
(HFTs) as i s done in o ther coun t r i e s , Doordarshan decided 
to s e t up a s t r i n g of cheaper low power t r a n s m i t t e r s (IfTTs) 
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t h a t would/ for the time being, only r e l ay prograrames from 
Doordarshan Delhi , Aroiind the same time another p lan 
cos t ing Rs,36 c ro res was drawn up for the North-Ba«t* Ihe 
region i s t o be covered by a mix of HPTs & liPTs and 1 Kw 
t r a n s m i t t e r . At the time there were about 40 operati<»ial 
LPIs in the country and another 140 were needed. F ina l ly 
i t was decided t h a t four Pxjbllc Sector Corporations -
ElectroniBs Corporation of India (ECIL), Bharat E lec t ronics 
(BEL), Gujarat E lec t ron ics (GCEL) and Keltron would import 
the p a r t s and assemble them h e r e . 
The next few years are bound t o be spec tacular 
ones for the t e l e v i s i o n indus t ry , with the manufacturers 
having to go f l a t out to keep pace with demand. I t i s 
est imated t h a t there are 3 mi l l ion l icensed s e t s in the 
country, and the indust ry i s a t p resen t producing about 
6 lakh s e t s every year . The e s t ab l i shed manufacturers are 
going f u l l streams ahead with expansion p l a n s . And i n 
addi t ion there are p l e n t y of new entrepreneurs who have 
spot ted the bonanza and moved i n t o t e l ev i s ion manufacture. 
Nearly 400 companies have appl ied and been granted 
l i cences during the course of the l a s t one yea r . The 
app l ican t s include well - e s t ab l i shed firms l i k e Binatone, 
the UK based company owned by non-res ident Indian and 
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Nlky Tasha, the firm that has cornered a major share of 
the market for sohpistlcated cooking ranges. 
The process of ejcpansion of TV has s tar ted in a 
big way and there is no looking back. The exppnision of 
TV has been rather adhoc and for various reasons the 
spread of TV service has not been uniform between the 
s t a t e s . The immense in te res t generated by expansion of 
TV service en ta i l s further expansion to be organised in 
a manner so as to provide Doordarshan a firm footing. 
To meet the diverse software objectives in the 
f ie ld ofs 
(a) national and emotional integration of various 
regions of the country. 
(b) u t i l i s a t i o n of the medium as a means of 
development and social uplift ,and 
(c) dissemination of information and entertainment, 
i t i s necessary to f i r s t communicate with the 
people in the i r own language and a t the same 
time to make peqple in one par t of the country 
aware of the rich culture and t rad i t ion of the 
people in the other regions. 
To be effect ive, te le iv is ion should reach out to 
the remotest corner in India, A th ree- t i e r service as 
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follows in envisaged} 
(i) Primary Servicet Each major s ta te to have i t s own 
Primary Service, origJLnating in the s t a t e , in the 
lang\iage of the State to be avilable throughout 
the s t a t e . The Service would carry programmes of 
i n t e r e s t to wider sections of the society primarily 
those l iv ing in small towns and rural/backwards 
areas . 
( i i ) National Service: A second TV service to be available 
throughout the country with Delhi as the main 
Production Centre, but drawing programmes from 
other production centres a l s o . This service would 
emphasise aspects of national integrat ion, university 
level educational programmes of higher in te lec tua l 
in t e res t . A blend of information and entertainment 
programmes on th i s channel would be acceptable to 
a wide cross section of society throughout the 
country, 
( i i i ) Local Service: Local service would be carried for a 
limited dxiration on the regional service transmitter, 
A separate service would be provided in metropolitan 
centres which are multilingual and have viewers having 
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sophis t i ca ted urban t a s t e s . This would a l so ensixre t h a t 
the charac te r and language of the primairy serv ice emanating 
from these cen t r e s would remain una l te red . These object ives 
a r e , expected to be achieved i n a phased manner. 
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Presen t State of Ccxnpetltion in t e l e v i s i o n Indus t ry 
The Government has always been thought of a s a 
miser when i t comes to handling out the prec ious p ieces of 
paper ca l led l e t t e r s of i n t e n t and i n d u s t r i a l l i c e n c e s . 
Over the l a s t few years , however, t h a t curmudgeonly 
a t t i t u d e appears t o have undergone a sea change and one 
of the areas where the ha^nd t h a t t ak€^and giveftk has been 
embarrasingly l i b e r a l i s the colour TV indus t ry . In June, 
1984, when the dust in Delh i ' s Udyog Bhavan had s e t t l e d 
i t was found t h a t the minis t ry had author ised a l icensed 
capaci ty of 11 mi l l ion colour TV s e t s , spiread over more 
than 350 vmi t s . The demand for colour TVs over the next 
year i s est imated to be 800,000 s e t s . 
The Indian TV Manxifactueer's Associat ion, whose 
75 members produced one out of every five B&w s e t s sold 
«hat l a s t year , i s gearing to produce 80,000 colour s e t s 
t h i s year . The demand for B&w s e t s for the next year i s 
est imated t o be 1.2 mi l l ion , and t h a t for colour TVs 
for 1985-86 to spur t from 800,000 to 1.2 mi l l i on . 
At the moment, however, the re appears to be a l o t 
of pent-;:^! demand for coloxu: TVs. fflhe publ ic s ec to r 
Elec t ronics Corporation of India Ltd . (ECIL) has 40,000 
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people on i t s wait ing l i s t for a 51 cm. model f i t t e d with 
an e l ec t ron ic tune r . The p r i va t e firms say t h a t they did 
not make the mistake of taking orders which may could not 
poss ib ly f i l l for a long time because i t i s a buyers market 
noUiJand no one wantst* damage h i s c r e d i b i l i t y by grabbing 
orders lie cannot f u l f i l l . 
With hundreds of i in i t s j o s t l i n g for space in an 
overcrowded market* there i s bound to be a market showdown. 
Indus t ry Minis t ry sources admit t h a t not more than a thiird 
of the xinits l icensed w i l l r e a l l y take off. At t he moment, 
20 firms have a l ready gone i n t o production, and another 
20 were scramsling to s t a r t up by July 1984, r e a l i s i n g t h a t 
an ea r ly s t a r t means the d i f ferences between l i f e and death. 
The rush has a l so caused everybody to take a long, 
hard look a t two bas ic elements p r i ce and q u a l i t y . Most 
p r i v a t e manufacturers are peeved over the Rs .5 ,000 / - for a 
colour TV balloon f loated by the Government l a s t year , a t 
a time when most s e t s were s e l l i n g for double t h a t s\xm. 
The Chairman of Weston E lec t ron ics Pv t . Ltd. argued t h a t 
there i s no way a q u a l i t y s e t can cos t Rs .5 ,000/ - because 
most of the components w i l l have to be imported and hence 
such a p r ice i s impossible. However, E lec t ron ics Corporation 
of India , (ECIL) i s already offer ing one s e t for Rs.5650/-
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excluding taxes , and there seaiis no reason why the 
colour TV segment of the market should not see the 
kind of p r i c e drops which have ocurred in the ±B&W 
sec to r , where economy 12 inch models are going for 
bargain p r i c e s of R s , l , 2 0 0 / -
In f ac t , a few pr iva te manufacturers are a l ready 
offering models for l e s s than Rs,8000/- which i s a 
considerable improvement over l a s t year, when p r i c e s 
around Rs.10,000/- were the r u l e , A senior o f f i c i a l in 
Televls ta Electgonics Pr iva te Limited argues t h a t 
cheaper s e t s might not s e l l the b e s t because customer 
i s v i l l i n g to pay more for a good machine r a t h e r than 
ge t a cheap one which might not work very w e l l . Be 
supports h i s argument by saying t h a t t h e i r B&w s e t 
cos t ing Rs .1 ,100 / - i s not a t a l l s e l l i n g we l l . 
But competit ion changes many equat ions , and a 
good sharp dose of i t might force Televis ta E lec t ron ics 
and others to change t h e i r minds about qua l i t y s e t s a t 
lower p r i c e s . A large t ab le spoonful of t h a t dose i s 
l i k » l y to come from Binatone In t e rna t iona l Ltd . the 
h igh ly successful London based concern which i s planning 
a g ran t s tep forward in India with an investment of Rs.5 
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crore in a modern, automated consvimer electronics 
factory near Delhi. 
Resident manufactiirer's contest the claim that 
Binatone's se t s wi l l be signif icantly be t te r than 
the i r but the f i r s t reaction to Binatone i s already 
evident. Crown TV is in the process of sett ing up i t s 
own modem factory - i ronical ly , close to Binatone's 
and other firms are also toning up the i r a c t . The Managing 
Director of Crown TV is of the view that the days when 
substandard k i t s could be foisted on the consumer will 
be over soon. There wil l a t l eas t be 25 well-known brands 
hustling for the market and also most of the relay 
stat ions wi l l be in places where i t won't be possible 
to have a service £entre, so when the set leaves the 
factory, i t w i l l have to be good. 
Quantity i s crucial for a third reason there i s 
not l ikely to be much variety. The Electronics Trade & 
Technology Development Corporation i s inporting a l l the 
picture tubes. Then, accessories like remote controls 
are not of much use in a countar^ which s t i l l offers only 
one channel. And there are basical ly j u s t two types of 
sets those with totary tuners and others with electronic 
16 
ti&ners, which c o s t more. Given these c o n s t r a i n t s , the 
manufacturers can only f iddle with looks. 
At presen t tttere i s no such c rea ture as Indian 
Colour TV indus t ry y e t . At l e a s t 80% of any given s e t 
i s made up of imported p a r t s . The bas ic c i r c u i t s are 
a l l imported t o o . Weston i s s t i ck ing with Hi t ach i , 
Televista with ITT, Uptron with Samsung ^Korea) and 
so on. But the re i s one aspect of the industry which 
W i l l be thoroughly Indian, the mad scramble as the 
s e l l e r s and the buyers play t h e i r p a r t s in the forthcoming 
soap opera. 
17 
Marketing concept and i t s Importance i a s e l l i ng colour 
Television* 
The marketing concept i s a management o r i en t a t i on 
t h a t holds the key task of the organisat ion to determine 
the needs and wants of t a r g e t markets and to adapt the 
organisa t ion to de l iver ing the des i red satisfactAoAs more 
e f f ec t ive ly and e f f i c i e n t l y than i t s compet i tors . 
The marketing concept s t a r t s with the f i r m ' s t a r g e t 
custoners and t h e i r needs and wants; and i t de r ives p r o f i t s 
through c r ea t i ng customer s a t i s f a c t i o n . In essence the 
marketing concept i s a customer 's needs and wants o r i e n t a -
t ion backed by in tegra ted marketing e f fo r t aimed a t 
generat ing customer s a t i s f ac t i on as the key to sa t i s fy ing 
organisa t iona l g o a l s . 
The marketing concept i s the company's conroitmant 
t o the time honoured concept in economic theory known as 
Consumer Sovereignty • The deteirmination of what i s to be 
produced BX I K should not be in the hands of the company 
or in the hands of the Government but in the hands of 
cons\imers» The company produce what the consumer wants, 
and in t h i s way maximise consigner welfare and earn t h e i r 
p r o f i t s . 
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7 When a person buys a television he i s in fac t 
buyihg t o t a l i t y of benefits t ha t are related to tha t 
part icular product. In buying a television i t i s not 
the television alone that the customer wish to purchase 
but a whole set of accompanying services, including 
instruct ions, a f ter sales services, maintenance and 
repairs , warranty, ins ta l la t ion and so on, Any TV 
industry 's outstanding position in the f ield i s due ±n 
par t to i t s recognition that the customer wants a l l of 
these things when buying a t e l e iv i s ion . This recognition 
leads to the notion of systems se l l ing , the company i s 
sell ing a system not j u s t a te levis ion. I t leads the se l l e r s 
to look a t the buyer's to ta l consumption system - the way 
a purchaser of a product performs the t o t a l task of 
whatever i t i s , tha t he or she i s trying to accomplish 
when using the products. As a r e su l t , se l le rs are able 
to recognise many ppporttmities for a\tgumenting the i r 
product offering as a coirpetltive maneeurrX£.. 
Because of the s t i f f competition in TV industry 
in India, pr ices of colour te levis ions have been pushed 
downwards and the prices charged by different manufacturers 
are almost the same. For example, £CIL is offering i t s 
se t for Rs.5650 excluding taxes, UPTRON's colour television 
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costs around Rs.6000/- a t ex factory price and few 
private manufacturers are already offering models for 
less than Rs.SOOO/- as against Rs.lOOOO/- in the prece-
ding years. Moreover, because of single channel t rans-
mission in India, accessories l ike remote controls are 
not of much use. Given these constraints , the manxifac-
turers can only fiddle with looks. 
With a view to present s ta te of conpetition in 
TV industry, i t can be safely said tha t the competition 
i s not between what companies produce and charge but 
between what they add to thei r factory output in the form 
of packaging, servicing, advert ising, financing or 
giving sets on instalment bas i s , delivery arrangements 
and other things that people value. The firm tha t will 
develop the r igh t a«igumented product wil l thrive in 
th is^ competition. 
CHAPTER TWO 
ABOUT THE PROJECT 
1, Purpose of the study 
(i) Need to explore the buying process 
2. Objectives of the study. 
3. Hypothesis formulation 
4, Study Design 
(i) Area covered 
( i i ) Sampling Plan 
( i i i ) Tool of Investigation 
(iv) Data Collection 
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purpose Q£ the study 
Need to explore the buying process : 
In the fas t changing environment »f today the 
marketing strategy of a firm is influenced by different 
classes of customers that const i tute the market of the 
product. I t has become very essent ia l that the needs and 
desires of these customers be carefully analysed, if the 
firm wants to survive. 
Consumer behaviour i s lar'gely influenced by many 
factors, a t different stages of one's l i fe time, i t i s 
influenced by many things, the yotmger set i s more 
influenced by the glamour if the product than i t s a t t r i -
butes, the older generation would go in for the a t t r ibu tes 
rather than the glamour. 
Marketing of goods depend to a great extent on 
the requirements and needs of the ultimate consumers. In 
case of goods where the supply exceeds the demand i . e . in 
buyers market consumers requirements and desires become 
paramount. When goods and services aire in scarce then 
production orientation would maximise the p rof i t s of 
a firm irrespect ive of whether tiie goods sat isfy the needs 
of the consumers or not. However, when there i s intence 
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competition, higftly satiated consumer wants & rapid 
technological growth, any enterprise which adheres to 
production orientat ion will not survive in the market. 
Hence, market or ientat ioa i s a pre-requisi te for a 
successful marketing effort which takes in to account the 
sat isfact ion of consumer needs and wants. 
One of the basic ungredients of marketing 
orientation is the consumer research. Consumer research 
i s concerned with the meastirement, evaluation and in te r -
pretation of the wants, a t t i t udes , behaviotir, preferences 
of different segments of consumer market. A marketing 
oriented firm f i r s t t r i e s to know the needs of the 
consumers and then convert these needs in to effective 
demand by manxifacturing the product which can sat isfy 
them because the market i s not merely to be found but 
i t has to be crfeated. Therefore, i t i s the consiimer 
who determines what a business i s . What business thinks 
i s not of f i r s t importance - especially not to the 
future of the business and to i t s success. What the consumer 
thinks he i s buying what he consider "value" i s decisive. 
The e a r l i e s t coloxir te levis ion receivers to be 
introduced in the Indian market were Weston & Televista 
and soon a family of large number of brands followed 
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bringing with them the iinevitable and unavoidable element 
of competition. This i s turn has created a dilemma for 
the prospective customer of a commercial television se t 
with a problem of a choice when i t comes to making the 
actual purchase of a se t . 
In a l l cases, the prospective customer would choose 
that brand of s e t which he perceives to be the bes t . The 
buying pattern would incorporate several variables like 
h is needs, preferences, be l ie fs , impression e t c . If this 
si tuation i s analysed fran the view point of a se l l e r , 
i t can be seen that the se l le r i s ridden with the gigantic 
problem of exploring the needs, pi?eferences, be l i e f s , 
impressions e t c . registered in the mind of a prospective 
custaner of a colour television s e t . 
Hence, the recourse l i e s in identifying the needs 
and preferences by conducting a consider survey research 
exercise. This exercise would enable the manufacturer to 
know what the typical buyer prefers with regard to purchase 
of a colour television set such as purchase preference 
of consumer durables, their opinion regarding the factors 
affecting the sale of colour te levis ion set and other 
important a t t r ibu tes they look forward to . 
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Objectives of the Study 
Consimer behavioxir i s rather a complex phenomenon 
and i s affected by many fac tors . Their buying decisions 
and habits are influenced by the i r a t t i tudes , predisposi-
t ions, motives, needs, expectations e t c . Besides these, 
several socio-economic environmental factors a lso affect 
t he i r bdiaviour. Die various marketing a c t i v i t i e s of business 
organisations t ry to infleence the consxaner behaviour in 
the i r favour. 
With a view to the above a Suirvey Research was 
xindertaken in order to e l i c i t information from respondents 
for the purpose of understanding and/or predicting some 
aspect of the behaviour of the population of i n t e r e s t . Ihe 
present survey research attempts to throw l ight on the 
following aspects . 
(i) the purchase preference of consumer durables in 
different income groups, 
( i i ) to know the major reason for the purchase of colour 
television among users as well as among the 
prospective purchasers, 
( i i i ) the shopping habits of buyers. 
(iv)> to e l i c i t information regarding different factors 
affecting the sale of colour teleMsion. 
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(v) to know the pos t purchase experiences of colour 
t e l ev i s ion buyers . 
Hypothesis Formulation 
HOj^  t There i s no difference i n the purchase preference 
of consumer durables l i k e r e f r i g e r a t o r , T.V., 
Scooter,motor cycle , A.C. among the consumers 
belonging to d i f fe ren t income groups, 
HOg : The motive behind the purchase of the colour 
t e l e v i s i o n i s same with people of varying l e v e l s 
of income. 
HOg : The shopping hab i t s of people of d i f f e r e n t incomes 
does not vary appreciably . 
HO. : The f ac to r s t h a t a f f e c t the pxurchase dec is ion of 
a colour t e l ev i s ion buyer are same with people of 
a l l Income groups. 
HOc : ^ e p o s t purchase experiences of colour t e l ev i s ion 
buyers are same with r e spec t to con t ro l f a c t o r s , 
product r e l a t e d fac tor and dea lers se rv ice pe r fo r -
mance. 
26 
Study Design 
Area Covered: 
The area under TV transmission vgas divided in to 3 
regions , v i z . Allahabad, Lucknow and Kanpur. The ac tua l 
f i e l d work of co l l e c t i on of data was confined t o these 
three c i t i e s . The above inentioned c i t i e s were chosen because 
of the following reasons, 
( i ) Allahabad being a low power t r ansmi t t e r s t a t i o n i s 
d i r e c t l y l inked with Delhi , 
(ii)Lucknow has got i t s own r e l a y s t a t i o n , 
( i i i )Kanpur rece ives transmission from Lucknow through the 
help of boos ter a t Unnao. 
Sampling Plan 
The population for present survey was defined as 
households which already own colour television and also 
those which intend to buy one. To be complete, population 
was defined in terms of ELEMENTS, SAWPLING, UNITS, EXTENT 
& TIME. In relation to these constituent parts, the popula-
tion of colour television owners defined ist 
(EUEMENT) X those who own colour television and those 
wish to buy 
(SAMPLING UNIT): household and individuals 
(EXTENT) t Allahabad, Lucknow and Kanpur 
(TIME) : Since 1982 (IX Asian Games held at Delhi) 
27 
Four our purpose, in each region a master l i s t 
of dea lers was prepared and on the b a s i s of convenience 
sampling some of dea le r s were c loses from whom the names 
and addresses of the customers were secured. The other 
group included prospect ive customers, they were mostly 
interviewed in the showrooms. The c l a s s i f i e d tal l jf of 
the respondents repieesenting the sampling frame of the 
populat ion has been at tached in Annesure-I 
In the piresent study convenience sampling was 
used because need to ge t only an approximation to the 
ac tua l value quickly and inexpensively . 
Las t ly , t he sample s i ze of 200 random samples of 
colour t e l e v i s i o n viewers were s e l ec t ed . The mean of an 
s r s of s ize 200 i s l i k e l y to be qu i t e c lose to the ac tua l 
populat ion mean. 
Tool of Inves t iga t ion 
The study was conducted with the help of a p r e s -
t ruc tured ques t ionnai re given in Annexure I I , The question-
na i r e design was very simple. To f a c i l i t a t e answering, 
the quest ions were developed in simple words to convey 
the r e a l and f u l l meanings. I t was a l s o p r e t e s t e d to see 
whether the respondents would face any d i f f i c u l t y in 
\anderstanding and answering the ques t ions . 
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The quest ionnaire compilation incorporated a l l 
t he quest ions leading to the c o l l e c t i o n of required da t a . 
The ddscussion of the ques t ionnai re const ruct ion techniques 
focussed on the following five a r e a s : 
1 . Preliminary Considerations 
A. Exactly what information i s required 7 
B. who are the t a r g e t respondents ? 
C. What method of communication w i l l be used to reach 
these respondents ? 
2 . Question content 
A. I s t h i s quest ion r e a l l y needed ? 
B. In t h i s quest ion su f f i c i en t t o generate the needed 
information ? 
C. Can the respondent answer the question co r r ec t l y? 
D. Will the respondent answer the question co r r ec t l y ? 
E. Are there any external events t i ia t might b i a s the 
response to the question ? 
3 . Question Wording 
A. Do the words used have but one meaning to a l l the 
respondents ? 
B. Are any of the words or phrases loaded or leading 
in any way ? 
C. Are there any implied a l t e r n a t i v e s in the question ? 
D. Are the re any unsta ted assumptions r e l a t e d to the 
question ? 
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4 . Response Formal 
A. Can t h i s quest ion be asked as an open ended, 
mult iple choice or dichotomousq question ? 
5 . Question Sequence 
A. Whether or not quest ions a re organised in a log ica l 
manner t h a t avoids in t roducing e r r o r s ? 
The f i r s t p a r t of the ques t ionnai re aimed a t 
ge t t i ng bas i c information r e l a t i n g to preferences of 
d i f f e ren t consumer durables f a l l i n g within the same p r i ce 
range and the reasons for buying a colour t e l e v i s i o n . The 
second p a r t focussed a t the purchase procedure of t he 
respondents . For t h i s purpose, several f ac to r s a f fec t ing 
the puirchase ranging from most important to l e a s t important 
were l i s t e d . There were a l so p r e t e s t e d . These s tatements 
had equal i n t e r v a l s , ranging from roost important to l e a s t 
important with a neu t ra l p o i n t in between. The respondents 
were in s t ruc ted to go through a l l s ta tements , ca re fu l ly 
and mark one which they found to be the most app rop r i a t e . 
The t h i r d p a r t pe r ta ined to the pos t pvirchase pexperiences 
of the t e l e v i s i o n owners, A s e t of statements was cons-
t ruc ted and the i n t e n s i t y of the respondents fee l ing was 
measured for each of the s ta tements on a 5 po in t s c a l e . 
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The responses ranged frcxii s t rongly agree to s t rongly 
disagree with no ba s i s for opinion as the middle p o s i t i o n . 
The f ina l p a r t of the quest ionnaire was aimed a t obtaining 
the basic information r e l a t i n g to the respondents, such 
as occupation, income le^e l e t c . 
Col lec t ion of Data 
Rapport with the respondents was considered 
e s s e n t i a l and was esi:ablished through fr iends and dealer©. 
The interview was conducted only a f t e r the irespondents were 
su f f i c i en t l y convinced about t he proper use of da ta . The 
ques t ionnai re were equi tably d i s t r i b u t e d among people who 
al ready own TV and those who wish to p^archase one. The c i t y 
wise break of the respondents who own a colour t e l e v i s i o n 
and those wish t o purchase i s given in Annexure - l l l . 
CHAPTER IHREE 
ANALYSIS OP DATA 
* * * * * * * * * * * * * * * * * 
Test of d i f ference 
1. General Purchase Preference & uses . 
2 . Purchase Proced\ire 
3 . Post Purchase A t t i t u d e 
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Analysis of IData 
Due care has been taken to check the data for 
i t s accuracy. After Scrutinizing each respondents 
response from the completed interview schedule, a master 
chart for each question has been prepared in which a l l 
responses to various variables have been included. Iher^-
af ter , relevant tables for the pvurpose of analysis 
have been prepared and simple s t a t i s t i c a l techniques 
such as Chi square t e s t and coefficient of contingency 
Table have been used for analysing the information and 
finding differences in responses. Chi Square Test and 
Contingency Coefficient have been explained in Annexxire 
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GENERA li PURCHASE PREFERJENCE AND USES 
The t o t a l t a l l y of r e s p o n d e n t s have been c l a s s i -
f i e d on t h e b a s i s of t h e i r p r e f e r e n c e s witii r e s p e c t t o each 
item t ak ing i n t o c o n s i d e r a t i o n v a r y i n g l e v e l s of income, 
FIGURE - I I I 
Respondents income l e v e l and t h e i r 
purchase p r e f e r e n c e 
Low Income Group 
R s . 1 5 0 0 / - t o R s , 2 5 0 0 / -
Purchase P r e f e -
r e n c e I tem 
R e f r i g e r a t o r 
T e l e v i s i o n 
S t e r e o 
S c o o t e r / M . C . 
A i r C o n d i t i o n e r 
Middle Incane Grou] 
R s . 2500 t o Rs.400( 
R e f r i g e r a t o r 
T e l e v i s i o n 
S t e r e o 
S c o o t e r / M . C . 
A i r C o n d i t i o n e r 
1ST 
Nos %8 
37 
3 
5 
41 
-
? 
3 
54 
4 
1 
33 
3 
52 
4 
7 
58 
-
60 
4 
1 
37 
3 
2nd 
Nos 
29 
14 
9 
20 
13 
29 
23 
16 
23 
11 
%3 
41 
20 
13 
28 
19 
32 
26 
18 
26 
12 
3rd 
Nos 
5 
39 
26 
6 
4 
6 
31 
23 
20 
8 
%8 
7 
55 
37 
8 
6 
7 
34 
26 
22 
9 
4 t h 
Nos %s 
M » 
11 
26 
4 
4 
1 
18 
44 
11 
34 
-
15 
37 
6 
6 
1 
20 
49 
12 
38 
c o n t d . . 
5 th 
Nos %s 
-. 
4 6 
5 7 
«•• « « 
50 70 
- -
14 16 
6 7 
3 3 
34 38 
34 
High Income Group 
Rs. 4000 & above 
Purchase pjre-
fe re nee /1 tern 
Refr i^etor 
Te lev i s ion 
Stereo 
Scooter/M.C. 
Air Conditioner 
1 s t 
Nos 
29 
22 
-
18 
8 
===== 
'tis 
S S i S S 
74 
56 
-
46 
21 
Nos 
9 
8 
4 
8 
44 
2nd 
%s 
23 
21 
10 
21 
36 
3rd 
Nos 
1 
9 
16 
3 
7 
?is 
3 
23 
41 
8 
18 
Nos 
-
-
15 
10 
10 
1 5 th 
?2s Nos fG 
- - -
- _ -
38 4 10 
26 - -
26 - -
Nos = Number of Respondents %s = Percentage 
{% have been rounded upto nea re s t whole number) 
The f igure I I I e s t a b l i s h e s the s u p e r i o r i t y of u t i l i t y 
or ien ted items over entertainment or iented i t e m s . In the 
lower and middle income groups the majority of consumers 
have f i r s t preference for r e f r i g e t a t o r and scooter/motor 
c y c l e . In low income group 52% and 58% of consumers prefer 
r e f r i g e r a t o r & scooter/motor cycle respec t ive ly as the 
f i r s t choice as aga ins t 4% and 7% who prefer TV & S te reo . 
S imi lar ly , in the middle & high income group, r e f r i g e r a t o r 
continues to occupy the top p o s i t i o n , though the preference 
for scooter/M.C. experiences a dec l i ne , s t i l l commanding 
preference over TV & Stereo. In the high income group there 
i s spur t i n the demand for TV as the f i r s t cho ice , next 
t o r e f r e g i e r a t o r . 
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An overview of the f i g u r e l l i g i v e s t h e impre -
s s i o n about the p o p u l a r i t y of r e f r i g e i r a t o r and s c o o t e r / 
M.C. a s t h e second c h o i c e . However, i n the middle income 
group 26% of consvumers rank TV & s c o o t e r a s t h e i r second 
c h o i c e . The same i s n o t i c e a b l e (bn t h e high income 
group a s w e l l . 
Cont ingency Table 
FIGURE-IV 
2 
X c a l c u l a t i o n of r e s p o n d e n t s income l e v e l 
and t h e i r pu rchase p r e f e r e n c e 
ss=:s====i=ss=:a:=i=!=i=s=a=:=:= ;a==:=ssssa 
Income/ Low Income 
I tems Obs . Exp. 
Va lue Value 
S S S B S S S S S S S S S C S S S S S S s 
R e f r i g e r a t o r 37 
T e l e v i s i o n 3 
S t e r e o 5 
Scoote r /M.C. 41 
A i r Condi-
t i o n e r 
40 
9.6 
2 
30.6 
3.6 
Middle 
Obs . 
Value 
' = = « = = = = • 
54 
4 
1 
33 
3 
B = : = s = = a 
income High 
txp. o b s . 
IZalue Value 
= = = = = = = 
4 4 . 1 
10 .6 
2 .2 
33.8 
4 
= = = = = = 
29 
22 
-
18 
8 
:=sssa:=:=:s= 
Income 
Exp. 
Value 
= = = = = = = = = 
35.8 
8 .6 
1.7 
27.4 
3 .2 
= s s = s = = : = 
Tota l 
========' 
120 
29 
6 
92 
11 
T o t a l 86 95 77 258 
Obs. = Observed Exp, « Expected 
C a l c u l a t e d X^ v a l u e = 51.9 
Table X^ v a l u e = 15.51 
Contingency C o e f f i c i e n t = 0.40 
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a t %% 4eve l of s i g n i f i c a n c e and Q degrees of freedom. 
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Since t h e c a l c u l a t e d v a l u e of X i s g r e a t e r than 
the t a b l e v a l u e , we r e j e c t the n u l l h y p o t h e s i s t h a t t h e r e 
I s no s i g n i f i c a n t d i f f e r e n c e i n t h e purchase p r e f e r e n c e 
of d i f f e r e n t consumer d u r a b l e s . Hence, we conc lude t h a t 
t h e r e i s a s i g n i f i c a n t d i f f e r e n c e in t h e purchase p r e f e r e n c e 
amongst t he r e s p o n d e n t s of low, tnedixmi and h igh income 
g r o u p s . 
T3ie F igu re V below g i v e s the b reak -up of r e sponden t s 
i n d i c a t i n g t h e reason behind t h e i r purchase of c o l o u r 
t e l e v i s i o n o r f o r which they w i l l buy i t . The c l a s s i f i c a -
t i o n h a s been done on the b a s i s of occupa t ion of r e spon-
d e n t s . 
FIGUREtV 
Motive beh ind t h e p u r c h a s e of a TV s e t 
Mot ive / e n t e r t a i n - E d u c a t i o n a l S t a t u s Any To ta l 
Occupat ion ment Progranune Symbol Other Respond 
Nos 
D o c t o r s ? 18 
E n g i n e e r s 14 
Employees i n 25 
Pub .&Pv t . Sec t o r 
Govt , Bmployees 40 
B u s i n e s s C l a s s 22 
Banking S e r v i c e 11 
T o t a l 130 
64 
74 
66 
70 
56 
61 
6^ 
Nos 
10 
3 
8 
11 
3 
3 
-m-
%S Nos 
36 
16 
21 
19 
8 
17 
19 
-
2 
5 
5 
13 
4 
29 
?is 
-
10 
13 
9 
33 
22 
1 5 
Nos 
-
-
-
2 
1 
_ 
3 
"As 
28 
19 
38 
3 58 
3 39 
18 
2 201 
Hos » N\inb«r of r^SDoadents , , , ; ?te » Percentage 
(% have been roundea up t o n e a r e s t whole nwiber) 
any o t h e r : 1 . f o r p r o j e c t i n g m u l t i c o l o u r computer g r a p h s . 
2 . f o r n a t u r a l r e a l c o l o u r s 
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The f igure V shows t h a t 65% people belonging to 
d i f f e r e n t occupational groups p re fe r buying TV because 
i t serves as a good source of enter ta inment . Whereas, 19% 
br?ought or Intend to buy colour t e l ev i s ion for the 
purpose of educating there c h i l d r e n . A very small pe rce -
ntage of 15% a± seek soc i a l recogni t ion through the 
purchase of colour t e l e v i s i o n . The above f igure i s a 
c l e a r indica t ion t h a t people have d i f f e ren t reasons 
r eg i s t e r ed i n t h e i r minds while going to purchase a colour 
t e l e v i s i o n . Thus, we see tiiat there i s d i f ference in the 
motive behind the purchase, however, i t i s i n s i g n i f i c a n t 
because 65% consumers alone buy TV for entertainment* 
purpose, 
Contingency Table 
FIGURE-VI 
To t e s t i f the motive behind the purchase 
of TV s e t i s same with people of d i f f e r e n t 
occ\;qpation 
s : s s = : = : = s = s s : s s = s s S = s ; s s : 8 s S 8 a s s s 3 B t s s s : s : s M B s > s s s s E s s = : s x s a s s : = : s s a s a : s = : = : = s s : s s a K S 
Motive/ e n t e r t a i n - Educational Status Any Total 
Occupation ment Program Symbol Other Responc 
HftS—"}S5~ Uoe %o Meo %s Nqi }Sa 
Doctor 18 18,2 lO 5,32 - 4.06 - .002 28 
Engineer 14 12.3 3 3.61 2 2.75 - 0.28 19 
Govt. Etoployees 40 37.7 11 11.02 5 8.41 2 0.87 58 
c o n t d . . . 
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Employees in 
Pr ivate & 
VOWSZHFUDXX C 
Sector 
Business Class 
Bank Service 
25 
22 
11 
24.7 8 
25.35 3 
11.7 3 
7.22 
7.41 
3.42 
5 
13 
4 
5.51 -
5 .65 1 
2 .61 -
0.57 
0.58 
0.27 
38 
39 
18 
T o t a l 130 38 29 3 200 
Nos = Niamber of r e sponden t s %s = Pe rcen tage 
2 C a l c u l a t e d X v a l u e = 3 1 , 8 
Table X^ va lue = 25.0 
Contingency C o e f f i c i e n t «= 0.37 
a t 5% l e v e l of s i g n i f i c a n c e and 15 degrees of freedom 
Basing judgement on the Chi Square v a l u e s , we 
r e j e c t t h e n u l l h y p o t h e s i s of noca d i f f e r e n c e because t h e 
2 2 
c a l c u l a t e d X v a l u e i s g r e a t e r than t a b l e X v a l u e . 
However, s i n c e t h e d i f f e r e n c e between the c a l c u l a t e d and 
t a b l e v a l u e s i s n o t b i g , i t s u p p o r t s t he c o n c l u s i o n drawn 
on t h e b a s i s of f i g u r e V t h a t t h e r e i s d i f f e r e n c e In t h e 
r e a s o n s fo r which p e o p l e buy c o l o u r t e l e v i s i o n b u t i t i s 
n o t very s i g n i f i c a n t . 
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PURCHASE PROCEDURE 
The F igure T i l rep i resen ts the shopping h a b i t s of 
p o t e n t i a l TV buye r s of d i f f e r e n t income g r o u p s . The f i g u r e 
below shows the number of d i f f e r e n t t e l e v i s i o n b r ands 
t h a t a consximer would l i k e t o c o n s i d e r / c o n s i d e r e d be fo re 
making the a c t u a l p u r c h a s e . 
FIGURE ~TII 
D i f f e r e n t b rands t h a t a cons\imer would c o n s i d e r 
be fo r e making t h e a c t u a l pu rchase 
s=s= : :sss=sss=Z3sSSs=8SSssss :s :sssssss :== :sss=s iaesM3as=sssa==:s :=ss :s isa :s := : :s= :s= 
D i f f e r e n t b r a n d s / 0-1 2-4 5-7 8-10 To ta l 
Income Group Nos % Nos % Nos " ^ Nos % Resp. 
Low Income Group 
Rs .1500-2500 / - 11 15 38 54 15 21 7 lO 71 
Middle Income Group 
Rs.2500-Rs.4000 20 23 57 63 9 10 4 4 90 
High Income Group 
Rs.4000 & above 17 44 17 44 5 12 - - 39 
T o t a l 48 112 29 11 
Nos = Number of r e sponden t s % = Pe rcen tage 
( % have been rounded up to n e a r e s t v^ole nvcnber) 
The m a j o r i t y of TV b u y e r s of 5456 i n t h e low income 
group would l i k e t o see 2-4 d i f f e r e n t b rands be fo r e f i n a l l y 
buying the c o l o u r t e l e v i s i o n a s a g a i n s t 21% who would go 
40 
through 5-7 brands . The tirend i s same in middle income 
group i . e . 63% of the consumers would consider 2-4 brands 
as aga ins t 23% who would be contended with by seeing j u s t 
one brand. In the ftighat income group 44^people would 
prefer buying the s e t by examining j u s t one brand as a l so 
44% people would base t h e i r purchase on the bas i s of 2-4 
bvands. 
In the low inccwne group aroxind 15% of consximers 
would go through j u s t one brand as aga ins t 21% who would 
l i k e to see 5-7 brands followed by 10% who would ransack 
the market by going through 8-10 brands . In the middle 
income group only 10% woxild consider 5-7 brands as aga ins t 
4% who would examine 8-10 brands before a r r iv ing a t a 
f i n a l decision as to which one to buy. In the high income 
group 12% were i n favour of examining 5-7 before itiaking 
the ac tua l purchase . 
The f igure VIII shows th« e f fo r t s involved i n 
deciding about the purchase of a cdlour t e l e v i s i o n s e t . 
The break-up has been done on the b a s i s of income groups. 
The hor izon ta l ax i s shows the number of dea le r s t h a t a 
T.V. buyer would v i s i t / v i s i t e d during the purchase of a 
colour t e l e v i s i o n . 
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FIGURE-.VIII 
D i f f e r e n t d e a l e r s v i s i t e d by J>eople of 
d i f f e r e n t income groups 
D e a l e r s / 0-1 2-4 5-7 8-10 To t a l 
income Groups Nos % Nos % Nos % Nos % Respon. 
Low Income 12 17 39 55 12 17 8 11 71 
Middle Income 22 24 54 60 10 11 4 4 90 
High Income 26 67 12 31 1 3 - - 39 
T o t a l 60 105 23 12 200 
s s s s s s s e i s s s s = s 8 B s s s s s s s s s = i s s s s s : s s s s = : s s s s = = 3 s s s i s = : 3 s s s s s a s = s = = s s s s s s 
(% have been roxmded up t o n e a r e s t whole n\anber) 
The above f i g u r e shows t h a t 17% of consumers 
be long ing t o low income group would d e p ^ d upon t h e adv ice 
of one d e a l e r t o dec ide about the s e t to be pxirchased a s 
a g a i n s t 55% v*io c o n s i d e r i t wor thwhi le t o v i s i t a t l e a s t 
2-4 d e a l e r s . Also a n o t h e r 17% a r e i n favour of v i s i t i n g 
5 - 7 d e a l e r s . I n t h e middle income group S0% consumers would 
l i k e t o v i s i t 2-4 d e a l e r s a s a g a i n s t 24% who would t ake 
t h e adv i ce of j u s t one d e a l e r 67% of people be long ing t o 
h igh income group would p r e f e r t o v i s i t 0-1 d e a l e r fol lowed 
by a smal l p e r c e n t a g e of 31% peop le v i s i t i n g 2-4 d e a l e r s . 
CONTINGENCY TABLE 
To t e s t t h e sh ipp ing h a b i t s of constaners , 
t h e observed v a l u e s in h i s con t ingency t a b l e have been 
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ob ta ined by c l i i b ing the n inner ica l va l i i es i n p r e c e d i n g 
two d i g u r e s . I n t h e p reced ing two f i g u r e s ^ the consisner 
h a b i t of v i s i t i n g d i f f e r e n t d e a l e r s and examining d i f f e r e n t 
b r a n d s have been d i s c u s s e d . 
FIGURE-IX 
To t e s t t h a t t he shopping h a b i t s of consumers 
be long ing t o d i f f e r e n t income 
groups a r e same 
Brands & D e a l e r s / 0-1 2-4 5-7 8-10 Tota l 
Income groups Nge—^ » M — ^ — N g o ^—»g«—46 Respon. 
Low Income 
Middle Income 
High Income 
23 
42 
43 
38.3 77 77 27 18.4 15 8.1 142 
4 8 . 6 111 92.6 19 23.4 8 10 .3 180 
21 29 4 2 . 3 6 l O . l 0 4 .4 78 
T o t a l 108 217 52 23 400 
C a l c u l a t e d X^ v a l u e «= 53,35 
Table X^ v a l u e = 12,59 
Contingency C o e f f i c i e n t = 0.34 
a t 5% l e v e l of s i g n i f i c a n c e and 5 deg rees of freedom. 
2 Since the c a l c u l a t e d X v a l u e i s g r e a t e r than 
the t a b l e v a l u e , we r e j e c t t h e arull h y p o t h e s i s and conclude 
t h a t the shopping h a b i t s of p e o p l e be longing t o d i f f e r e n t 
income groups r ang ing from low t o h igh v a r y c o n s i d e r a b l y . 
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The figure below give income wise break up of 
respaidents regarding the weightage that they assing v£ 
to different factors while deciding to buy a colour 
television. 
FIGURE -X 
Weightage at tached to d i f f e r e n t fac to rs in the 
purchase of a colour t e l e v i s i o n 
Low Income Group 
Rs.1500/- to Rs.2500/-
Weightage/ M.Itnp. S.iirp. No Opin. L. Imp. Least imp 
Factors Nos % Nos % Mos % Nos % Nos % 
Avai labi l i ty of 
Finance 
Avai labi l i ty of 
TV Sets 
Reputation of 
brand/Firm 
TV se t s on 
instalment 
Freinds/dealers 
advice 
Advertising 
Added Incentives 
Price 
After sale service 
40 
24 
4 0 
35 
11 
4 
1 
36 
39 
63 
40 
65 
57 
18 
6 
2 
59 
63 
13 
25 
15 
18 
26 
16 
6 
13 
15 
21 
42 
25 
30 
44 
26 
10 
21 
24 
-
1 
3 
1 
1 
8 
14 
-
.• 
-
2 
< 
2 
2 
13 
24 
-
mm, 
4 
9 
3 
3 
11 
14 
16 
8 
>» 
6 
14 
5 
5 
18 
23 
28 
13 
» 
6 
1 
-
4 
11 
30 
21 
4 
8 
10 
2 
-
6 
18 
32 
36 
7 
13 
(%s have been rounded upto n e a r e s t whole number) 
Nos = Nuntoer of respondent % = percentage 
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Among the low income group people a v a i l a b i l i t y of 
finance i s a major fac tor t h a t influences the purchase of 
a colour t e l ev i s ion^ fr6*» of the t o t a l respondents in t h i s 
category ra ted a v a i l a b i l i t y of finance as the most important 
f ac to r influencing t h e i r purchase decision, fift% respondents 
r a t e p r i ce to be a most important fac to r but they are more 
in favour of good qua l i t y s e t s (*6%) in the form of 
reputa t ion of brand/f i rm. For q u a l i t y they may be prepared 
to forego low p r i c e , o ther f ac to r s t h a t are high on the 
l i s t are a f t e r s a l e s service and TV s e t s being sold on 
instalment b a s i s . &%% cespendents consider a f t e r s a l e s 
service as a p a r t of the package deal while buying colour 
t e l v i s i o n , hence i t should be promt>t. Being a low income 
group -4956 respondents are of the opinion t h a t i f W s e t s 
are ava i lab le on instalment basis^ the demand aould shoovt 
up . 
gIGURE~XI 
Middle income Group 
Rs.2500/- to Rs.4000/-
Weightage/ M.Imp. S.lmp. No Opin. L. Imp. Least imp 
Factors Nos % NOS % NOS % Nos % Nos % 
Avai labi l i ty of 
Finance 
Avai labi l i ty of 
s e t s (KV) 
Reputation of 
brand/firm 
48 
24 
56 
63 
34 
75 
16 
39 
17 
21 
56 
23 
6 
4 
1 
8 
6 
1 
6 
2 
1 
8 
3 
1 
45 
TV sets on 
instalments 
Preinds/ 
deaters advice 
Advertising 
Added Incentives 
Price 
After sales 
service 
25 
12 
6 
7 
43 
44 
35 
16 
7 
10 
56 
60 
40 
35 
28 
6 
24 
20 
55 
45 
31 
9 
32 
27 
2 
17 
30 
24 
4 
8 
3 
22 
33 
35 
6 
11 
4 
10 
12 
25 
4 
1 
6 
13 
13 
36 
4 
2 
1 
3 
1 
7 
-
1 
4 
1 
10 
-
(% have been rounded up to n e a r e s t whole number) 
In the middle income group 75% people a t t a c h 
maximxim importance to reputa t ion of brand/firm followed 
by 63% andStj^% who consider a v a i l a b i l i t y of finance and 
p r i c e to be equa l ly important . However, in the somewhat 
important category 31% people f i n a l i s e t h e i r purchase 
decis ion by seeking information through adve r t i s ing 
as aga ins t 45% who r e ly upon he advice of t h e i r f r e i n d s ' s 
or dea le rs on whom they may have confidence. 557o 
favoured the viewpoint t h a t of T.v . Sets are sold on 
instalment b a s i s i t would lead to increase in t h e demand. 
is 
FIGURB-XII 
High Income Group 
Rs, 4000/- & above 
Weightage/ M.Inp. S. imp. No Opinion L.lwp, Least Imp, 
Factors Nos % Nos % NOS % Nos % NOS 36 
— 
-
-
8 
9 
3 
6 
ac« 
3 
1 
6 
5 
17 
17 
8 
3 
17 
15 
8 
1 
3 
3 
5 
8 
22 
3 
8 
8 
14 
23 
Availability of 
Finance 9 25 13 36 -
Availability of 
TV Sets 10 29 18 51 -
Reputa t ion of 
b rand / f i rm 23 60 9 24 -
TV Sets on 
instalments 15 42 14 39 3 
Friends/dealers 
advice 8 23 13 37 3 
A d v e r t i s i n g 5 15 15 44 1 
Added 
i c e n t i v e s 1 3 3 10 4 13 8 26 15 48 
P r i c e 8 32 10 40 1 4 3 12 3 12 
A f t e r s a l e s 
s e r v i c e 23 64 11 30 - - 1 3 1 3 
{%s have been rovmded up to n e a r e s t whole number) 
Nos = Ntiniber of re^^ondent %s = Pejrcentage 
I n t h e h igh income group 60% & 64% p e o p l e a t t a c h 
importance t o r e p u t a t i o n of t h e brand firm and a f t e r 
s a l e s s e r v i c e r e s p e c t i v e l y . The p e r c e n t a g e h a s c o n s i d e r a b l y 
deduced t o 25% with r e s p e c t t o a v a i l a b i l i t y of f inance a s 
t h e major f a c t o r i n f l u e n c i n g t h e purchase d e c i s i o n of a 
c o l o u r t e l e v i s i o n . As a g a i n s t 69% and -56% in low income group 
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and middle income groxip* only 32^ of respondents here 
considered p r i c e to be most important fac tor inf luencing 
t h e i r dec is ion . However, there were 42% respondents \iho 
were in favdur of TV se t s being sold in ins ta lment b a s i s , 
Prom the preceding th ree f igures i t i s c l e a r l y 
v i s i b l e t h a t the fac to rs t h a t have g r e a t e s t inf luence in 
the purchase decis ion of a buyer a re j 
1. Availability of Finance. 
2. Reputation of brand/firm. 
3. Sets being sold on instalment. 
4. Service reputation of the dealer. 
5. P r i c e , 
The Figure X I l i shows the nximber of purchasers 
who consider the above l i s t e d f ac to r s as rooSt important 
while deciding t o buy a colour t e l e v i s i o n . 
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FIGURE-XIII 
Major F a c t o r s I n f l u e n c i n g t h e 
purchase d e c i s i o n 
Income Group/ Low Income Middle Income High Income 
Major F a c t o r s Nos % NOS % NOS % 
sssa isssssassssssssesssBtssassr tssssassas iBsasssssssssssssBsssssssSssss : 
A v a i l a b i l i t y of 
Finance 
Reputation of 
bran<V'jPirm 
After r a t e s 
s erv i ce 
Se t s being so ld 
on insta lments 
Pr ice 
40 
40 
39 
35 
36 
63 
65 
63 
57 
59 
48 
56 
44 
25 
43 
63 
75 
60 
35 
56 
9 
23 
23 
IS 
8 
25 
60 
64 
42 
32 
Of t h e f i v e i i t p o r t a n t most f a c t o r s a f f e c t i n g the 
purchase d e c i s i o n 63% r e s p o n d e n t s be longing t o low income 
grox^) a s s i g n e d maximum toeightage t o a v a i l a b i l i t y of f inance 
and r e p u t a t i o n of t h e b r a n d / f i r m a s a g a i n s t 63% and 75% 
r e s p e c t i v e l y i n t h e middle income group fol lowed by 25% 
and 60% i n t h e same o r d e r . P r i c e of TV s e t s i s a major 
a r e a of concern fo r low income group people (59%), whereas , 
i n h igh income groiip on ly 32% of r e sponden t s a t t a c h e d 
importance t o i t a s a g a i n s t 56% i n middle income grox?>. 
I n t h e low income group 63% of peop le a t t a c h e d importance 
t o a f t e r s a l e s s e r v i c e fo l lowed by 64% i n t h e h i g h income 
group and 60% i n t h e middle income g roup . A p a r a d o x i c a l 
d a t a has been r e c e i v e d in t h e sense t h a t p e o p l e be longing 
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to high income group assign more weightage to TV being 
sold an ins ta lment bas i s than people belonging to middle 
income group. 
Contingency Table 
FIGURE-XIII 
2 X calcxilation of major fac tor 
Infleencing the purchase 
decis ion 
Income Groups/ Low Income Middle Income High Income 
Major Factors Obs. Exp, obs . Exp. Obs. Exp.Tota: 
Avatlability of 
Finance 
Reputation of 
brand/firm 
Sets being sold 
on instalment 
After sales 
service 
Price 
Total 
40 
40 
35 
39 
36 
190 
38 
«6.7 
29.4 
41.6 
14.1 
2 
48 
56 
25 
44 
43 
216 
43.2 9 15.6 97 
53.1 23 19.1 119 
33.4 15 12 75 
47.3 23 17 106 
38.8 8 14 87 
78 484 
Obs. = Observed Exp. » Expected 
Calculated X value = 48.82 
Table X^ value = 15.51 
Contingency coe f f i c i en t = 0.30 
a t 5% leve l of s ignif icance and 8 degrees of freedom. 
We r e j e c t the n\ill hypothesis because ca lcula ted 
2 
value of X i s g r ea t e r than the t ab le value and hence, the 
50 
conclusion drawn i s that , for people belonging to different 
income groups, the factors affecting the i r purchase 
decisions are different . 
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Post Purchase Experience 
The figure XV indicates the intensity of the 
respondents feelings regarding their experiences from 
the use of the television. The feelings for each of the 
statements have been measured on a five point scale. 
•£,l,gure ^ 
P o s t purchase e x p e r i e n c e s of t e l e -
v i s i o n owners 
S t r o n g l y Agree No b a s i s D i s a g r e e S t r o n g l y 
Agree f o r o p i n i o n d i s a g r e e 
CONTROL FACTORS: 
1 . The q u a l i t y o f T.V. Programme i s n o t upto t h e mark. 
51(38) 60(44) 9 ( 6 ) 13(10) 3(2) 
2 . T.V. Programmes a d v e r s e l y a f f e c t s c h i l d r e n ' s e d u c a t i o n . 
39(28) 61(44) 17(12) 21(15) 2(1) 
3 . Range o f a l t e r n a t e consumer d u r a b l e s a v a i l a b l e «ound 
the p r i c e range o f a c o l o u r t e l e v i s i o n w i l l a f f e c t i t s 
r o l e . 
23(19) 62(42) 24(16) 28(19) 6 (4) 
ygOPyCT RELATED FACTORS i 
1 . P r i c e s o f c o l o u r t e l e v i s i o n are e x o r b i t a n t . 
73(48) 41(27) 12 (8 ) 21(14) 5(3) 
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2 . V.C.R. Connect ion f a c i l i t y should be idiere . 
72(49) 57(39) 11(8) 5(3) 1(1) 
3 , C l a r i t y of p i c t u r e ibs of prime impor t ance . 
93(65) 39(27) 6(4) 4(3) 1(1) 
DEALERS SERVICE PERFORMANCE : 
1 . Dea le r s s e r v i c e i s i m p o r t a n t when you buy a T . v , 
53(37) 72(50) 12(8) 5(4) 2(1) 
2 . Dea le r s a f t e r s a l e s s e r v i c e i s n o t upto t h e mark . 
29(20) 74(52) 28(20) 11(7) 1(1) 
^F igures i s p a r e n t h e s i s a r e %, % f i g u r e s have been rovmded 
u p t o N e a r e s t whole ntamber) 
With r e g a r d s t o t h e q u a l i t y of t h e TV programme 
44% consumers a r e of op in ion t h a t i s i s s u b - s t a n d a r d a s 
a g a i n s t 38% who s t r o n g l y a g r e e wi th the g iven s t a t e m e n t . In 
comparison 2% show t h e i r a p p r e c i a t i o n for the programme by 
s t r o n g l y d i s a g r e e i n g wi th t h e s t a t e m e n t suppor t ed by 
a n o t h e r 10%, A m a j o r i t y pf TV wwners cons ide red TV a s a 
bane f o r i t d i s t u r b e d t h e s t u d i e s of t h e i r c h i l d r e n . 28% 
of p a r e n t s s t r o n g l y agreed w i t h Mi is view a s a g a i n s t 44% 
who simply a g r e e d . 
Regarding t h e p r o d u c t i t s e l f 48% consximers 
cons ide red i * s p r i c e t o be v e r y e x o r b i t a n t fo l lowed by a 
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second m a j o r i t y of 27%. However, 14% consumers cons ide red 
c o l o u r TV p r i c e s t o be r e a s o n a b l e . The f i g u r e s in the t a b l e 
t e l l t h a t consxjmers l a y s t r e s s on t h e c l a r i t y of p i c t u r e . 
I t i s ev idenced by t h e f a c t t h a t 65% consumers a r e s t r o n g l y 
i n favour of i t a s a g a i n s t 27% who c o n s i d e r t h e c l a r i t y of 
p i c t u r e t o be a n e c e s s a r y f ea tx i r e . 
D e a l e r s a f t e r s a l e s s e r v i c e i s something t o 
which people a t t a c h g r d a t impor t ance . According t o f i g u r e s 
50% consumers a g r e e with the s t a t e m e n t t h a t t he d e a l e r s 
s e r v i c e i s i m p o r t a n t whi le buy ing a T.V. , a t t h e same t ime 
52% of -Uiem a r e of t h e op in ion t h a t i t i s n o t up t o t h e 
mark. However, i n the s t r o n g l y a g r e e colxanra 37% people 
c o n s i d e r e d d e a l e r ' s s e r v i c e a s an i n t e g r a l p a r t of t h e 
purchase and 17% of them a r e p r e t t y s a t i s f i e d . 
CONTINGENCY TABLES 
I n o r d e r t o make easy t h e c a l c u l a t i o n work, d i f f e r e n t 
l e v e l s of agreement or d i sag reemen t have been merged 
t o g e t h e r l e a v i n g behJLnd two columns t h a t of, a g r e e , and 
d i s a g r e e . 
With a view to t h e p o s t purchase e x p e r i e n c e s , 
t h r e e h y p o t h e s i s , a s f o l l o w s , have been cons t i r uc t ed . 
5i 
HOI : ffliere i s no difference among the respondents regarding 
the l eve l of agreement of or disagreement with respec t 
to con t ro l f a c t o r s . 
HOII: All respondents have same a t t i t u d e towards the 
d i f f e r e n t product a t t r i b u t e s . 
„-. : CQiere i s no difference in the opinion of consumers 
regarding the dea le rs performance pu t in and the 
perfonnance envisaged a t the time of buying colour 
Iselevision. 
FIGURE-XVII 
TO t e s t the viniformity in l eve l s of agreement/ 
disagreement regarding cont ro l f ac to r s 
Level of agreement/ Agree Disagree Total 
C o n S S l j I c t o r s ^ ^ . ^ _ . . _ ^ . . . ^ . ^ 
The q u a l i t y of T.V. 
Programme i s n o t \xp 
t o the work 111 102.1 16 24.8 127 
TV Programmes a d v e r -
s e l y a f f e c t c h i l d r e n s 
e d u c a t i o n lOO 98,9 23 24 123 
Range of a l t e r n a t e 
consxmer d u r a b l e s would 
a f f e c t t h e r a t e of TV 89 98 .9 34 24 123 
T o t a l 300 73 373 
2 
C a l c u l a t e d X v a l u e s 9 .2 
Table X^ v a l u e : 5.99 
at 5% level of significance and 2 degrees of freedom. 
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Since t h e c a l c u l a t e d X v a l u e eKceeds t a b l e v a l u e , 
we i n f e r t t e t t h e r e i s v a r i a t i o n i n what the consximers f e e l 
abou t t h e v a r i o u s c o n t r o l f a c t o r s . 
FIGURE XVIII 
To t e s t t h e d i f f e r e n c e i n op in ion r e l a t i n g 
to p roduc t fea tu i res 
Level of ag reement / iv^^^« n< «««^<»«. n^^*.^t 
disagreement ^^®® Disagree Tota l 
P r o d u c t r e l a t e d f a c t o r s Obs. Eixp, Obs, Exp, 
P r i c e s of c o l o u r TV 
a r e e x o r b i t a n t 114 127.4 26 12 .5 140 
V.C.R, Connection 
f a c i l i t y shoxild be 
t h e r e 129 122 ,8 6 1 2 . 1 135 
C l a r i t y of p i c t u r e 
i s of prim6 impor tance 1 32 124.6 5 12 .3 137 
To t a l 375 37 412 
C a l c u l a t e d X v a l u e = 2 4 . 1 2 
Table X^ va lue = 5.99 
a t 5% l e v e l of s i g n i f i c a n c e and 2 deg rees of f reedom. 
We r e j e c t t he nvill h y p o t h e s i s , t h a t a l l r e s p o n d e n t s 
have same a t t i t u d e towards the d i f f e r e n t p r o d u c t a t t r i b u t e s , 
and conclude t h a t the s i g n i f i c a n t l y d i f f e r i n t h e i r a t t i t u d e . 
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PIGURE-XIX 
To t e s t the d e a l e r s s e r v i c e performance 
a n a g r S L l ^ r " ' " ' ^ ' ^ 9 « e Disagree 
D e a l e r s s e r v i c e Obs. Ex, Obs, Ex . 
D e a l e r s Se rv i ce i s 
i m p o r t a n t when you 
buy TV 125 121.8 7 10 .1 132 
D e a l e r s a f t e r s a l e s 
s e r v i c e i s n o t up 
t o the mark 103 105 .1 12 8.84 115 
T o t a l 228 19 247 
C a l c u l a t e d X v a l u e = 2.24 
Table X^ v a l u e = 3.84 
a t 5% l e v e l of s i g n i f i c a n c e and I degree of freedom 
2 
Since the calculated X value is less than the 
2 
table X value, we see that there i s difference i s the 
dealers af ter sales service as envisaged a t the time of 
buying a colour te levis ion. 
CHAPTER FOUR 
PRESENTATION OP RESEARCH FINDINGS 
1. Final Results and findings (drawn from 
the data) . 
2, Marketing implications and conclusion 
(stemming from the final results and 
findings) 
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F i n a l R e s u l t s & F ind ings i H3n30thesis Reconsidered 
On t e s t i n g t h e h y p o t h e s i s , by a p p l y i n g Chi Square 
Tes t , the fo l lowing d e c i s i o n s were t aken eegard ing r e j e c -
t i o n o r accep tance i n accordance w i th t h e r u l e s r e g a r d i n g 
the above s a i d t e s t s . 
FIGURE-XX 
F i n a l r e s u l t s of Tes t of Hypothes is 
Hypo thes i s^ C a l c ^ l a t ^ d ' ^ l 
HO^ 51.9 
HO2 31.8 
HO3 53,35 
HO4 48.82 
HO5 sHOj 9 .2 
"^11 24.12 
" ° I I I 2.24 
= = s s s E = z S B S S x s a : s : a s 3 : s s s = = = = : s s s s : s s s s s s s s s s s s s s s : a s s s s = a s s s s s S B 8 B a : 
GENERAL PURCHASE PERreRMANCE & USES 
The impor tance of l e a r n i n g about the a t t i t u d e s of 
consumers canno t be over emphasized, s i n c e consumer behav iour 
i s d i r e c t l y a f f e c t e d by a t t i t u d e s . We may even v e n t u r e 
t o say t h a t most purchase d e c i s i o n s a r e i n f l u e n c e d by 
a t t i t u d e s of buye r s predominant a t t h e time of d e c i s i o n 
making. A t t i t u d e s may be s p e c i f i c of g e n e r a l . When we t a l k 
ulated 
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of specific a t t i tudes , we refer to predispositions of 
consxaners with respect to a par t i cu la r company product 
or anything. On the other hand, general a t t i tudes refer 
to inclinations of consumers towards certain ins t i tu t ions 
l ike r e t a i l e r s , cooperative nBrketing, advertising, e t c . 
Young refers to general a t t i tudes as "belief systems, 
an organised body of ideas, a t t i tudes and conviction 
centered around values or things regarded as important or 
previous to the group". He further suggests that "Belief 
systems provide alarger frame or reference or background 
which tends to control the more specific thoughts or 
actions of individuals. 
In th i s part of the study, the general a t t i tude 
of respondents towards the purchase preference in consumer 
durable items has been discussed. The figure I I I provides 
enough evidence tha t people of varying levels of income 
prefer u t i l i t y oriented items l ike refr igerator , scooter/ 
motor cycle over entertainment oriented items such as 
television and stereo system. In low and middle income 
groups majority of respondents preferred refr igerator 
and scooter/motor cycle as the i r f i r s t choice and second 
choice. In high income group, however, 56% people 
preferred TV as the i r second choice next 74% who preferred 
ref r igera tor . This may be due to the fact that the biggest 
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problem of conveyance have been efee solved by now for a 
majority section. Further we foxmd tha t the calculated 
2 2 
X value exceeded the table X value leading to the 
rejection of the null hypothesis that there i s no difference 
in the purchase preference. The contingency coefficient 
value of 0,40 shows that there i s a moderate influence of 
incorrte level on general a t t i tude of respondents towards 
purchase preference. 
With regard to the motives behind the purchase 
of a colour television i t was found tha t majority of 
respondents (65 90) belonging to different occupational 
groups preferred i t for entertainment reasons, whereas, 
I99i wanted to buy TV for educational programmes as against 
15% who wanted to seek social recognition through the 
ownership of colour te levision. Moreover, the nul l hypothesis 
i a th is case has been rejected enabling us to conclude 
tha t there i s difference in the motives for buying colour 
television through ifc i s s ignif icant . The contingency 
coefficient of 0,37 shows that there i s l i t t l e influence 
of occupational groups regarding the reasons for buying 
colour te levis ion . 
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PURCHASE PROCEDURE 
Ttils p a r t of the s tudy a t t e m p t s t o throw l i g h t 
on t h e purchase procedure of consxmers in connec t i on wi th 
the purxjhase of c o l o u r t e l e v i s i o n and the f a c t o r s t h a t i 
i n f l u e n c e the f i n a l purchase d e c i s i o n . Ihe s tudy of t h i s 
a s p e c t of buying behaviour i s c o n s i d e r e d impor t an t because 
t h e e v a l u a t i o n s t a g e l e a d s the consumer to form a ranked 
s e t of p r e f e r e n c e s among t h e a l t e r n a t i v e o b j e c t s i n h i s o r 
h e r evoked s e t . But t h e r e a r e a number of a d d i t i o n a l 
l i n k s between h i s o r h e r e v a l u a t i o n behav iour and he 
pu rchase d e c i s i o n . 
Since a t t i t u d e s of i n d i v i d u a l s i n our case 
i s l i k e l y t o be a f f e c t e d by a number of f a c t o r s l i k e 
a v a i l a b i l i t y of f i n a n c e , p r i c e , a d v e r t i s i n g , f r i e n d s / 
d e a l e r s a d v i c e , and so on so f a r in t h e e f f e c t s of t h e s e 
v a r i a b l e s on the a t t i t u d e s of a pe r son were measured. 
Accord ing ly h y p o t h e s i s were developed t o be t e s t e d . I t was 
found t h a t t h e income l e v e l s had a pronounced e f f e c t on 
t h e a t t i t u d e of t h e r e s p o n d e n t s . 
As t h e s tudy was conducted wi th t h e major 
o b j e c t i v e of knowing f i v e most i m p o r t a n t f a c t o r s t h a t 
a f f e c t t he pu rchase d e c i s i o n of i n d i v i d u a l s . I t was foxind 
t h a t t h e fo l lowing f i ve f a c t o r s had maximum e f f e c t on t h e 
pu rchase d e c i s i o n of an i n d i v i d u a l . 
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1 . A v a i l a b i l i t y of Finance. 
2 . Reputation of ^ran<VfiJ^. 
3 . Dealers a f t e r sa les s e r v i c e . 
4 . Sets being sold on instalment b a s i s . 
5« P r i c e . 
I t was a l s o found t h a t with the increase i n income 
l e v e l the number of evoked TV s e t s lessened. In low income 
grov^j only 15% were in favour of seeing one brand before 
making the f i n a l purchase as againsjf 44% in the high 
income group and 23% in the middle income group. In the 
high incane group about 67% people were contended with 
the advice of one dealer as a g a i n s t 24% in the middle 
income gfoup and 17% in the low income group. This t rend 
was common throughout except t h a t 63% people in middle 
income group were s a t i s f i e d by examining 2-4 d i f f e r e n t 
brands compared to 44% in the high income group. Also 
60% consraners v i s i t e d only 2-4 dea le r s in the middle income 
group as aga ins t 31% in the high income group. 
POST PURCHASE ATTITUDE 
In t h i s sec t ion , an ana lys i s of spec i f i c 
a t t i t u d e s of the respondents towards t h e i r pos t purchase 
experience from the use of colour t e l ev i s ion have been 
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presented. Attitude I s the pre-disposition to react 
posi t ively or negatively to a person, place or circum-
stance. For the purpose, nine statements were developed 
and the respondents were asked to express the i r degree 
of agreement to each of these statements. For measuring 
the degree of agreement, L iker t ' s five point scale 
ranging from strongly agreeing to strongly disagreeing 
was used thus the intensi ty of feeling of respondents was 
obtained. The information was analysed to fifld out what 
percentage of respondents in general, with what degree 
of intensi ty of feelings, agreed or disagreed with a 
par t icular statement. The Chi Square Test has been applied 
to t e s t the nul l hypothesis, according to v^ich the post 
purchase experiences of a l l the respondents are same. The 
Five point scale used there has been reduced to a two 
point scale af ter ignoring the "no basis for opinion" 
answers. Thus two categories v i z , who agree and those who 
disagree f inal ly emerged for applying the Chi Square Test. 
Ttxe TV viewers are divided, though insignif icant ly , 
in the i r opinion regarding the control factors as i s eviden-
ced by the rejection of the nul l hypothesis. 82% of them 
agree with the statement tJiat TV programmes are not of good 
qual i ty as against 12% who disagree with the statement. A 
64 
major i ty of 72% respondents outnxambered 16% who disagree 
with the statement t h a t TV programmes adversely a f f e c t s 
c h i l d r e n ' s educat ion. Similar ly 61% of the respondents 
favoxored the purchase of a l t e r n a t e consurr.er durables 
ava i lab le round the pr ice range of a colour t e l e v i s i o n . 
With reference to product r e l a t ed f ac to r s 
there i s a s i g n i f i c a n t difference in the a t t i t u d e of the 
respondents . 75% of them have opined t h a t the p r i ces of 
colour t e l ev i s ion a re exorb i t an t t o only to be opposed by 
17% who disagree with the s ta tement . 4% of respondents were 
n e i t h e r in favour of VCR connection f a c i l i t y nor in 
favour of c l ea r p i c t u r e , whereas, 88% and 92% of viewers 
respec t ive ly voted in favour of these s ta tements . 
Regarding the dea le r s service performance, 
a l l the respondents share the view t h a t i t i s not up 
to the mark as was envisaged a t t h e time of buying, 
* * * * 
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MARKETIHG IMPLICATIONS AMD €X)NCLUSIOHS 
The essence of the marke t ing concept i s 
t h a t a l l e lements of b u s i n e s s shou ld be agffe gea r ed towards 
the s a t i s f a c t i o n of constamers. Th is r e q u i r e s a thorough 
unde r s t and ing of consumer b e h a v i o u r and buying m o t i v a t i o n . 
Without such i n s i g h t s , ma rke t ee r s w i l l f a i l t o segment 
markets e f f e c t i v e l y and des ign s t r a t e g i e s f o r an e f f e c t i v e 
p e n e t r a t i o n i n t o the def ined market segments . I n r e c e n t 
y e a r s , the emergence of the marke t ing concept h a s s h i f t e d 
the focus from t h e p r o d u c t t o the consumer. Consumer 
r e s e a r c h i s be ing widely used t o i d e n t i f y consvimer n e e d s , 
m o t i v a t i o n s , and p r e f e r e n c e s f o r evo lv ing an a f f e c t i v e 
marke t ing s t r a t e g y based on r e s e a r c h f i n d i n g s . The adop t ion 
of the consxmer focus i s i n f a c t t h e r e a l d i f f e r e n c e between 
t h e t r a d i t i o n a l concep t of s e l l i n g and t h e modem concep t 
of m a r k e t i n g . I t i s no t enough f o r t h e market ing 
management t o s u i t a b l y r e a c t t o t h e g iven wants of consximers 
i n a p a s s i v e way. They must p l a y a more a c t i v e r o l e i n 
a n t i c i p a t i n g consumer needs and wan t s , i n shaping t h e i r 
d e s i r e s and a s p i r a t i o n s , and i n a i d i n g them i n the s o l u t i o n 
of t h e i r numerous day t o day p r o b l e m s . 
Recognis ing t h e impor tance of oonstimer 
u n d e r s t a n d i n g , r e s e a r c h i n t o consumer m o t i v a t i o n , c o g n i t i o n s , 
b e l i e f s , a t t i t u d e s and op in ions has made tremd|dous s t r i d e s 
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during the las t decade, par t icular ly in competitive 
marketing enviroxunents. Since, now a l l marketing \ander-
standing i s indispensable to marketers for the effective 
planning of the i r s t ra teg ies . 
In tbe l i gh t of the above, the demand for colour 
television would depend upon a nvimber of factors . Salient 
amongst these a re : 
(a) Price 
(b) Range of a l ternate cons\imer durables available 
round th is price range, 
(cp Population coverage. 
(d) Programme content and duration 
(e) Quality 
(f) After Sales Service 
(Ij) Marketing Strategy 
The consumer before making a purchase decision 
in favoiir of any durable item, natural ly examines purchase 
options aval lab les in that pr ice range. In the price 
range of a colour television, other consxjmer durables 
which present themselves as a l ternate product purchase 
options are domestic ref r igera tors . Room Mr-condit ioners, 
scooters e t c . Compared to a colour television which i s 
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entertainment an or lne ted item, a l l o ther products are 
u t i l i t y or iented and hence may f ind prefejrence with a 
c e r t a i n c lass of populat ion, thereby l imi t ing the purchase 
of colour t e l e v i s i o n to households in the upper income 
b racke t and those who already own such other consumer 
durab les , as i s evidenced by the research f indings given 
in Annexure V, showing the ownership of var ious consumer 
durable i*ems. High growth r a t e s of production of scoo te r s , 
motor cycles and domestic r e f r i g e r a t o r s c l ea r l y show t h e i r 
popu la r i t y . The f igure XXI shows the production of constmer 
du rab l e s . 
FIGURE XXI 
Production of Consiimer 
SI .No. Year 
1. 1972 
2. 1974 
3 . 1977 
4 . 1980 
5 . 1981 
dtirables 
Domestic Refr igerator 
93,900 
1,02,900 
1,41,400 
2,77,860 
3,15,710 
Scooter 
64,731 
85,639 
1,91,200 
2,10,063 
1,99,798 
A.C. 
25,100 
26,702 
20,700 
26,200 
32,049 
The s ingle most important f ac to r inf luencing the 
demcind would be the p r i ce of colour t e l e v i s i o n . In 197§, 
to encourage production of lower c o s t monochrome TV s e t s . 
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a d i f f e r e n t i a l Ex*±se Duty s t r u c t u r e was introduced by 
the Govensnent. The sucess of t h i s po l i cy treasure could 
be gauged from the f ac t t h a t p resen t ly about 90% of the 
production i s confined t o se ts attaracting lower Excise 
Duty. These s e t s have now come to be known as economy 
model TV Se t s . Pr ice reduct ions would lead to an increase 
in demand of colour T.v. s e t s . Recently, State Minis ter 
for Information and Broadcasting sa id in Parl iament t h a t 
TV s e t s with e l e c t ron i c tuners w i l l be sold for Rs.7000/-
from 15th October, 1984, Since the demand i s h ighly 
Sens i t ive to the software, there w i l l a lso be a s h i f t of 
a percentage of Black & white economy TV model customers 
fo colour t e l e v i s i o n . This however, presumes t h a t t he 
programme durat ion and top ics covered would be a t t r a c t i v e 
enough t o mer i t such a d r i f t* because majori ty of consumers 
p re fe r t e l ev i s ion for entertainment and r ec r ea t i ona l 
purposes . I|jr Doordarshan lays s t r e s s on educational 
program/nes as we l l , the demand for colour t e l e v i s i o n 
would increase manifolds afor i t w i l l now be looked upon 
as a m u l t i - a t t t i b u t e product . Apart , from t h i s , i f the 
T.V. s e t t e r s a f f e r concessional p r i c e s and convenient 
payment f a c i l i t i e s , i t would p lay •n important ro l e in 
boost ing up the s a l e of colour t e l e v i s i o n , T¥ s e t s being 
sold on instalment bas i s i s one of the f ac to r s t h a t has 
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been cited as most Important by almost a l l the respondents. 
I t can also be hoped that th i s instalment f ac i l i t y will 
push the demand for colour television ahead of other consumer 
durables, because i t i s not provided in case of u t i l i t y 
oriented items. Of l a t e , seeing the effectiveness of this 
strategy, domestic refrigerator manufactiurers have coiue up 
with the payment f ac i l i ty in instalments. Prom the figure 
XXI ©e can infer tha t the demand for colour te levis ion 
receivers in India would comprise of the following three 
categories: 
(i) Consumers buying monochrome TV receiver se ts in 
the high pr ice range opting for colour T5P purchase, 
( i i ) Multiple ownership v i z . households already owing 
a Black and White TV set going for purchase of 
colour te levis ion, 
( i i i ) Custor.ers purchasing colour television sets as 
monitor for Video Cassette Recorder (V.C.R.), 
As we know that the buying process s t a r t s with 
need arousal. The marketing significance of the need 
arousal stage i s two folds. F i r s t the marketer must 
understand the drives tha t might actual ly or potent ia l ly 
connect to the product c l a s s . A T.v. marketer recognises 
tha t television sat isfy a need for entertailaneMx, televisions 
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ai.so can sat isfy the need for "s tatus" or for an iden-
t i f ica t ion with a c lass . To the extent that te levis ion 
can satisfy several drives simultaneously, i t becomes 
a more intensely wanted object. 
Second the concept of need arousal helps the 
marketer recognize tha t the need levels for the products 
fluctuate over time and are triggered by different cues. 
The marketer can arrange these cues to conform be t te r 
to the natural rhythms and timings of need aroasal . 
The success of a product in the market i s diirectly 
related to the company's ab i l i t y to understand, predict , 
and influence consumer a t t i t udes . Depending on how the 
product i s doing the marketer may want to ; 
1. Confirm existing a t t i tudes (if the product i s 
doing well) 
2. Change exist ing a t t i tudes (if the product i s 
not doing well) 
3 . Create new a t t i tudes (if introduce a new products) 
Confirm a t t i tudes i s the eas ies t course, 
consunsers are simply reminded why they like the par t icular 
product and why they should continue to do so. Changing 
a t t i tude i s a much more d i f f icu l t task. In fact, i t 
sometimes makes more marketing sense to phase out sxipport 
for a product that has run into negative consumer a t t i t udes . 
One can then concentrate on creating posit ive a t t i tudes 
for a new product. In support of t h i s approach t s the 
fact that i t i s more d i f f icu l t to convert faithful users 
of other brands than i t i s to capture new entrants into 
the market. 
Prior to purchasing a T.V, set , the buyer i s faced 
with a problem of selecting a se t and since the investment 
to be made i s for once in a l i f e tirr.e, the choice has to 
be based upon serious deliberations and sound decisions. 
To overcome th i s major par t of the hurdle the prospective 
buyer generally r e l i e s upon the advice of h is friends to 
a great extent and even on the recommendation of the dealer 
on whom he may have confidance. The otiier major factor to 
f inal ise the purchase decision i s the reputation of the 
brand/firm. 
Once the choice has been f inal ised because of the 
proven rehabi l i ty of the firm/dealer, the buyer then 
refuses to get blinded by the t a l l clairris made by the 
manufacturers of various brands. H^ trA T.V. set which has 
established a reputation of re l iab le per(fi6rTnance and picture 
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p l a r i t y amongst the people through a word of mouth need 
not indulge in spreading an elaborate dis t r ibut ion network 
with the intention of reaching larger n\mber of customers. 
However, the manufacturer of a new brand in the market 
has no control over the process of spreading the reputation 
arovind. He can achieve th is by ensuring the consistent 
standard performance of his brand through s t r i c t e r quali ty 
control and be t t e r servicing f a c i l i t i e s through an established 
eff ic ient dealer/service organisations. 
The quali ty of T.V, sets and af ter sales servicing 
are other factors which are considered to be most important 
and have an important bearing on the long term growth of 
T.V. se t s . According to the findings of the research a l l 
the respondents unanimously agreed tha t the dealers af ter 
sales service i s not upto the mark th rou^ i t i s considered 
very essent ia l and in fact i s a pa r t of the t o t a l package 
deal . The after sales servicing gains ground because the 
importance of proper signal processing becomes very 
significant in colour television as otherwise chroma 
errors become prominent. A miatuned colour TV set i s more 
i r r i t a n t to the htunan eye lihan a mistuned black & White 
T.V. se t . Thus qual i ty aspect a t the manufacturing level 
and servicing a t the f ield level has to be organised carefully. 
A P P E N D I C E S 
ANNEXURE-I 
CLASSIFIED TALLY OF RESPONDENTS IN 
DIFFERENT REGIONS 
S.NO. C i t y T o t a l Nvjmber of R e s p o n d e n t s 
1 . A l l a h a b a d 
2 . Lucknow ^ 0 
3 . Kanpur 50 
T o t a l 200 
:ssss=sssss:s:ss=s=:sSBS=s= 
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ANNEXURE^II 
QUESTIONNAIRE OM COLOUR 
TELEVISION 
General P r e f e r e n c e & Uses 
1 . I f you ovm j n y of t h e fo l l owing , p l e a s e p u t a t i c k mark 
a g a i n s t i t and your p r e f e r e n c e in a c q u i r i n g them in t h e 
space p r o v i d e d . 
Ownership P r e f e r e n c e 
R e f r i g e r a t o r 
T e l e v i s i o n 
S t e r e o System 
Scooter /Motor Cycle 
Ai r Cond i t i one r 
2. Do you own a colour Television Yes/No 
3 . Aire you thinking of buying a colour t e l ev i s ion 
Yes/No 
4. For what reasons did you purchase/wish to purchase colour 
television, 
(i) Entertainment ( ) 
(ii) Educational Programme ( ) 
(iii) Status Symbol ( ) 
(iv) If any other, please 
specify ( ) 
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Ptiixihase Proeedure 
5, When purchasing a colour t e l e v i s i o n how many d i f f e r e n t 
brands you considere^would cons ider . 
( i) 0 - 1 ( ) 
( i i ) 2 - 4 ( ) 
( i i i ) 5 - 7 ( ) 
(iv) 8 - 1 0 ( ) 
6, Approximately, how many different dealers you visited/ 
would visit. 
(i) 0 - 1 a ) 
( i i ) 2 - 4 ( ) 
( i i i ) 5 - 7 ( ) 
(iv) 8 - 1 0 ( ) 
7, When v i s i t i n g the dealer(s) in question which of the 
following f ac to r s you considered/wpuld consider . For 
example, i f the item i s most important c i r c l e 1. Circ le 
4 d»f i t i s test important . The o ther nvimbers correspond 
to d i f fe ren t degirees of importance. 
1) Ava i l ab i l i t y of 
finance 
i i ) A v a i l a b i l i t y of 
TV s e t s 
i i i ) Reputation of 
the branci/f irm 
iv) Service r epu ta -
t ion of dea le r 
Most 
Import-
ant 
1 
1 
1 
1 
Somewhat 
important 
2 
2 
2 
2 
Less 
Impor-
tant 
3 
3 
3 
3 
Least 
Impor-
t a n t 
4 
4 
4 
4 
No 
Opinion 
5 
5 
5 
5 
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v) Preind 's / 
dealer ' s advice 1 2 3 4 5 
vi) Advertising 1 2 3 4 5 
vii)Added incentives 
(free g i f t s etc) 1 2 3 4 5 
v i i i ) Price 1 2 3 4 5 
ix) After Sales 
Service 1 2 3 4 5 
8. Please l i s t from the above statement five most important 
factors to you in order of importance. 
(i) 
( i i ) 
( i i i ) 
(Iv) 
(V) 
Post Purchase Experience 
9. Please c i rc le the responses to the following statements 
in terms of your agireement or disagreement with them. 
For example, if you agree strongly with the statement in 
question c i rc le 1. If you disagree c i rc le No,ft. The 
other numbers correspcxid to different degrees of agreement, 
Strongly Agree No Basis Disagree Strongly 
agree for opinion disagree 
(i) The quality of TV prxDgramme i s not upto the mark. 
1 2 3 4 5 
customers ( i i ) TV dealers use sales gimmicks^, 
to buy a TV. .^^f^-^'^" ' ^ ' " ' 
M 
T N ,. " % 
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( i i i ) Dealers a f t e r sa les se rv ice i s not upto the mark. 
1 2 3 4 5 
(iv) Pr ices of colour TV are e o r b i t a n t . 
1 2 3 4 5 
(v) TV Programmes adversely a f f e c t s ch i l d r en i s education, 
1 2 3 4 5 
(vi) TV i s a good enter ta inment . 
1 2 3 4 5 
(v i i ) VCR connection f a c i l i t y should be t h e r e . 
1 2 3 4 5 
(Vii i ) C l a r i t y of p i c tu re i s of prime importance 
1 2 3 4 5 
(ix) Dealers service i s important when you buy a TV, 
1 2 3 4 5 
(x) Range of a l t e r n a t e consumer durables ava i l ab le round the 
p r i ce range of Colour TV w i l l a f f e c t i t s s a l e . 
10. For purposes of oxir own information, could you p lease 
answer the following ques t ions about yourself ? Your 
r e p l i e s w i l l remain c o n f i d e n t i a l . 
( i ) a . Low income grovrp 
Rs.l500-Rs.2500 ( ) 
b . Middle Income Group 
Rs,2500-Rs.4000 ( ) 
c . High Income Group 
Rs, 4000 & above ( ) 
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(ii) How many people are there in 
your household ? 
(iii)What is your occupation ? 
If you would be interested in helping us further with 
our study, please write your name and address in the 
space provided below. 
Name : 
Address i 
Phone 
Additional. 
Comments 
Thanking SPU, 
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ANNEXURE-III 
CITYWISE BREAK-UP OF THE RESPONDENTS 
S . N o . C i t y R e s p o n d e n t s TV O e n e r s P r o s p e c t i v e 
T a l l y B u y e r s 
1. Allahabad 80 60 20 
2. Lucknow 70 40 30 
3. Kanpur 50 30 2p 
Total 200 130 70 
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ANNEXURE-IV 
CHI SQUARE TEST 
Chi Square i s a formal analyt ic method used for 
determining the degree of association in cross tabulated 
data. I t i s non-parametric technique that can be used for 
determining the probabili ty tha t diffeirences in the expected 
and observed nximber of cases fa l l ing in each ce l l of the 
cross tabulation table occurred because of sampling 
var ia t ion. 
The value of €hi Square I s computed by the formula 
(0. - E.) 2 
^ i=l » FT I 
In th i s formula, 
i denotes itii ce l l 
i s the to ta l number of ce l ls 
O. i s the observed value for ce l l i 
E. i s the expected value for ce l l i 
The Chi Square value ia used to determine the 
probabil i ty of the differences in the observed and expected 
values having occtirred because of sampling variat ion rather 
than as a resu l t of association of the var iables . 
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While doing ca lc i i l a t ions , observed values have 
been d i r e c t l y subs t i t u t ed in the Contingency Table from 
regu la r f i gu res , whereas, expected values have been 
determined by -Uie method. 
Excected Value = Column Total x Row Total isxpeccea value - Grand Total 
This follows the general r u l e t h a t the expected 
number for any c e l l w i l l always be equal t o the product 
of the row and coliomn t o t a l s common to the c e l l 
divided by the t o t a l nixnber of c a s e s , 
Ihe degrees of freedom (df) of the Contingency 
t ab le have been found for the problem by mult iplying 
the ntamber of rows minus one (r-1) times the number of 
coliomns minus one (K-1) . 
df = ( r -1) (K-1) 
Coeff ic ient of Contingency 
The measure of degree of r e l a t i o n s h i p , 
a s soc ia t ion or dependence of the c l a s s i f i c a t i o n in 
a contingency t ab l e i s given by. 
X"+ N 
which i s c a l l e d t h e c o e f f i c i e n t of con t ingency , t h e 
l a r g e r the va lue of C, t h e g r e a t e r i s t h e degree of 
a s s o c i a t i o n . The nxjmber of rows and colvimns i n t h e 
con t ingency t a b l e de te rmines t h e roaximxim v a l u e of C 
which i s never g r e a t e r than o n e . 
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ANNEXURE-V 
BREAK-UP OF OWNERSHIP OF VARIOUS 
DURABLE ITEMS 
OWNERSHIP 
I t e m s / To ta l R e f r i g e - Scoo**r/ S t e r e o T.V. A .C . 
Income Group Respon- r a t o r M.C. 
den t Nos % Nos % Nos % Nos % Nos % 
Low Income 
Rs.1500-Rs.2500 71 55 W 60 ^^ / » -
Hi^filelncome 
Rs.2500-Rs.4000 90 81 ^* 90 'w W ^ 4 0 ^9 U 
High Inccxne 
Rs.4000 Se above 39 39 'i^ O 27 6$ 17 4if 34 ^ 1 4 36 
To ta l 200 175 177 24 77 23 
7 • • ICA<MJ. ^ ^ 
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